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through Instagram influencers: The impact of number of followers
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.519https://doi.org/10.1016/j.jbusres.2018.07.005
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vs. influencer endorsements in advertising: The role of
identification, credibility, and Product-Endorser Fit .
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* Brown, D., & Hayes, N. (2008). Influencer marketing: Who really
influences your customers? Routledge.

e De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing
through Instagram influencers: The impact of number of followers
and product divergence on brand attitude. International Journal of
Advertising, 36(5), 798-828.

 Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011).
Who are the social media influencers? A study of public
perceptions of personality. Public Relations Review, 37(1), 90-92.
e Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite!
The challenges and opportunities of Social Media. Business
Horizons, 53(1), 59-68.

o Kotler, P., & Keller, K. L. (2016). Marketing management (15th

ed.). Pearson.
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